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What is marketing? Many people consider marketing to be just selling and advertisements. Selling and advertisement are just the tips of the iceberg marketing. Marketing is nowadays the modern sense of consumer loyalty. When the marketer knows consumer desires, creates goods with higher customer demand and costs, distributes and efficiently sells, they are easy to sell. Marketing fundamental relates to understanding the marketing strategies and practices followed by the organization in their operations. It relates to the marketing mix and 4p's of marketing (Blashke, et al., Dec 2020). Marketing operates around the four primary elements, which are product, place, price, and promotion. Revision and evaluation, they will involve in marketing fundamental. The four stages that use any product life cycle are the introduction, growth, maturity, and decline stages. Strategies designed and implemented to attain customer satisfaction concerning their needs, maximize profits, and compete with competitors in the international market belong to marketing concepts. The organization has to focus on operation-related problems through business review, focus on a particular problem, and create opportunities. The target market and objectives related to the marketing scenario are considered under marketing fundamentals. The aim of marketing is to make sales pointless, according to managing guru Peter Drucker. Selling and promotion are just part of a broader marketing mix, which combines a number of marketing tools which meet client needs and establish relationships with clients (Kotler, 2013). 
In this essay, Mercedes Benz will be considered as an international company operating successfully on the market. Globalization and how it affects this business should be presented. The essay will look at Porter`s 5 Forces and the seven peace of marketing mix. Finally, the information will be synthesized in the conclusion.
Background of the company 
The German automobile brand is generally known as Mercedes, and the Daimler AG division, as Mercedes-Benz AG, has been in existence since late 2019. The production of luxury cars and commercial vehicles is known as Mercedes-Benz. The office is based in Baden-Wurttemberg, Stuttgart. The first name was Daimler-Benz in 1926. In 2018, Mercedes-Benz sold 2,31 million passenger cars and was the biggest manufacturer of luxury vehicles in the world. Originating from the Mercedes and Benz Patent-Motorwagen of 1886, it is generally considered to be the first internal combustion engine in an auto-propelling vehicle; in 1901, the Daimler-Motoren-Gesellschaft (DMG). They have a brand image of dealing in luxurious cars and their commercial vehicles in the automotive industry. The area of serving is worldwide (Chemendy, 2018). The brand in which this company operates is Mercedes-Benz EQ and Mercedes-Benz Maybach. The company are relatively working on providing services like financial services and automobile repairs. The company operates in both the channel of dealing with their customer online and offline, both through providing and interacting with their customers by official website. Their physical outlets are that a showroom. For all the queries and new information, this automotive industry works to provide appropriate information to their businesses class customer by e-mails and by giving them notification for any up gradation in the company products and policies.
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The industry is relatively going to follow the practice of reaching the middle-income people group to cause to attain their best in competing with competitors in having the pricing less than other automotive industry. They introduce the lowest-priced segment as catering to the more extensive section of the population, so they decided to introduce their product into India by the C-Class model's price range of approximately 50 Lakh rupees. This organization determines the market value by catering for their customer with maximum reach (Davidov, 2017). By examining the marketing situation, since this business focuses more on product and service, it aims to succeed as a luxury brand. They prefer to believe in inspiring, developing and doing business in an excellent workplace. A worker, a client, and a car at a time.  Through their transparent environment, they were having with premium auto inventory and excellent customer care. They are dealing in the luxury shopping experience for their business class peoples. The company consists of the slogan "The best or Nothing" (Arrowhead, 2021), and it certainly shows the quality of vehicles that this brand provides today to customers.
Mercedes-Benz relates to a competitive business environment that depends on its marketing strategies, which the organization continuously follows through its expert staff with innovative mindsets. They are involved with a strong parent company Daimler Inc. It consists of several product lines: public buses, trucks, and vans, which intend to reach a large customer base as they are currently adopting the lowest price vehicle segment market. Business units like Daimler financial service assist Mercedes in various markets to establish itself and take support from this company in terms of technological support, the assistance of dealership financing, and management (By Michael J. Fetchko, 2019).
Mercedes-Benz is involved in marketing strategies of aligning its sales and marketing policies and plans according to their customer's requirement because they are currently focusing on a customer-centric approach rather than their traditional approach of product-centric. This company has 38 plants, in which their 23 plants are of 9 vehicles plants, nine relates with their power train plants, and five involves with assembly plants. All the plants are well located in strategic locations, which will assist them in targeting the developing countries more and at the same time controlling the operational costs too.   
They compete with their competitors more effectively by catering and introducing the lowest priced model of their vehicle into the market. They have models like Mercedes A-Class, B Class, and recently introduce their C-class model; they are considered a star in the BCG matrix. They are running successfully into the international automotive industry (Hawkins, 2016). These models are helping the organization in becoming a leader in the international market. The distribution channel of Mercedes-Benz operates in a multi-channel approach link different channel formats relates to delivery networks. The Mercedes-Benz distribution system functions in multi-channel configurations. It communicates to different channel formats through Mercedes-Benz delivery networks, includes various showrooms, the latest automotive chain at multiple locations in separate locations or locations worldwide that supports its consumers with best-selling deals. Mercedes-Benz dealership involves:
· many showrooms
· the new chain of this automotive industry in a different location or targeted location around the world
· helping them by giving the best available offerings to their customers
As this industry deals in numbers of competitors, they are AUDI, VOLVO, BMW, giving a Mercedes head-to-head competition, eating up each other markets share because of the same market value and pricing strategies. Marketing analysis of Mercedes-Benz indicates that there is a rising demand for luxury cars in Asian markets. Many market players are eating each other marketing share; in developing countries, Mercedes-Benz is playing effectively through their new chain of offering into a new product segment.
Globalization
 Globalization encourages companies to internationalize and significantly increase cross-border transactions of goods, services and capital in terms of volume and type (Aneta, 2014). Also, globally, goods, technologies, and information worldwide, regardless of origin, can be quickly disseminated. The globalization process is a gradual process that is the culmination of an increasing and accelerating development process. The integration of national economies into one sizeable global economy traditionally distinct and independent could be defined as globalization. The tastes and needs of consumers in various countries and nations are increasingly debated in recent years. They continue to resemble on a national basis and how they lead to developing a global economy. The businesses offering worldwide standardized goods help to create a global economy. Development globalization refers to the company's propensity to pursue products and services worldwide to benefit from the national price and product quality discrepancies. The companies achieve this to reduce total costs and thereby improve the efficiency or usefulness of their goods.
Globalization impact the automotive industry in quite an effective manner; the car industry's globalization leads to an increase in vehicle and the process of part import. The logistics-based company grew and was attracted to the region to deals and handles the increase in imports, and through this activity, it created distribution-related jobs (Meurs, 2017). They impact the economy because globalization has increased wealth and a great demand for cars in new emerging economies. Expanding markets relates to continuing growth for car manufacturers, which will lead to more employability into the international market. Reach the middle-class segment; the industry denotes both the value of the economy and its customers by applying the concept. In the automotive industry, globalization impacts external factors such as competitors, and problems related to congestion, steel availability, challenges related to future expansion, pollution and fuel. To seek out and handle the situation, the organization consistently works on research to improve safety and efficiency. The effect is an improvement in market productivity and profitability. (Mendelová, 2016). 
The growth of the automobile industry causes an economic revolution across different countries road construction has created large numbers of new jobs, as government indulgence in these activities more as state and local government starts funding in highway design.
As deals in the luxurious segment, having a brand image as a luxury carmaker, the Mercedes consumption market's entry point relates to relatively higher than other cars. Mercedes-Benz has launched a segment on their official website called Owner stories, which relates to presenting their customer video and their cars to make sure that it will attract potential customer to connect with their existing customers successfully. Mercedes-Benz consistently aims to refine the user experience through providing service beyond selling the products; this relates to developing the convenient approach to handles all car-related issues like billing, having services related to appointment by Mercedes dealer and all the required paperwork. Mercedes provide with both the experiences for their customer through better quality service to their Mercedes owner.
The marketing strategies of Mercedes-Benz involves reaching to their customers in large. In order to provide customer value to its target market. Mercedes-Benz relates to expanding their product by providing with more competitive pricing. They are dealing with increasing communication concerning their target market, maintaining the value with their customers, and providing excellent service to their customer. Mercedes-Benz deals in operating through demographic variables and geographic variables to segment its customers (Mendelová, 2016). This automotive industry deals in a target market like catering to middle-aged people with their middle to high incomes. The age is between 25-44 years old age. Mercedes-Benz car targets those customers who are deals in businesses and having a high-income level. Mercedes-Benz currently engages in low pricing segments, but their common approach is always being in high standard customers, investing in product quality and services.

This company relates with many competitors, including BMW, Porsche, Audi, Volkswagen, Jaguar, Ferrari, Aston Martin and Volvo as they have the same working operation and objectives; these are the company who are having the product-centric approach rather than customer Centric. This automotive industry depends on their quality services related to their luxury cars and excellent services to their car owner. Many factors are considered a threat for Mercedes because government policies on an industry like the automobile sector will affect this company with operations losses. Increasing the fuel rates will be considered threats as this industry does not have any control over it. Intense competition with global market players engaging in the automobile industry will significantly compete with their competitors as they are relatively dependent upon external factors. More cause processes related to these industries are quite similar as they emphasize policies and practices which are applying in other countries. Thus the brand image will provide strength to this industry at large. The organization has to be more concerned about their existing customers as they require to deal with them effectively (Kotler, 2021).
Mercedes- Benz has announced their new strategic approach to pursue profitable growth in the luxury segment and targeted leadership in a segment of electric drive and car software (James E Richard, 2019). This strategy is going to be beneficial for both organizations as well as for the environment too. Their strategy depends on their design to avoid non-core activities to focus on winning and achieving the target's target. They are more focused on taking action on structural costs, target strong and sustains the profits. By having this new strategy, they are announcing a clear commitment to the product portfolio's electrification and by a determination to ensure the business fully carbon neutral.
As this industry is more likely to invest with their different product operations related to marketing mix pricing strategy related to premium pricing, product pricing depends upon their features and competition. For example, the Mercedes-Benz A-class deals in pricing different from their other variant model as they are relatively cheap than their top models. This industry deals in providing excellent workshop handling, which relates to fast service with extra facilities to their customers to the next service. In this organization, cultural factor impacts when this industry works in other countries like they have to locate their business to cover many customers with better services to them. This automotive industry is coming up with a strategy of launching their lowest price model in order to attain a large customer base, by launching them ineffective location is that Asian country like India (Abdul Rahman Zahary, 2019). This industry develops its sources by having professional market players who are directed for customer retention.
[bookmark: _Toc67655307]Porter five forces model will determine threats which occur in the organization through various factor. Porter's five forces will be used to understand and analyse the dynamics of Daimler. This model will determine and identify five competitive forces that will shape every industry and help them determine the weaknesses and strength of the industry. This model is used to measure the intensity of competition, attractiveness and profitability of an industry, market. Due to its branding image and large operation in the international market, Mercedes-Benz has competitors' threats in large. They relate to several other threats which are considered with threats of new entrants, bargaining power of suppliers, threats of substitute products, competitive rivalry is that:
Daimler is an automotive manufacturer German-based industry, and the company has activities of producing luxury cars and vehicles for commercial use (Xie, 2020).
The threat of new entrants: Daimler deals in a low threat of new entrants relates to the automobile industry. As this company is highly engaged in inducing high capital-intensive business, the new company will not afford the Daimler company's capital structure. New entrants' main complexity to the automobile industry is setting up manufacturing units; new entrant has to manage the cost of raw material about purchasing it. R&D processes hold a vital position in the industry. Mass production relates to significant financial, technical and human capital, which will become a threat for new entrant (Nthenya, 2019).
Bargaining power of Buyers: Daimler Buyers having moderate bargaining power. In the automobile industry, buyers' bargaining power consists of factors like luxury, comfort, and integration technology in cars. The strong customer base of Daimler consists of people who are engaging in purchasing their automobile due to the brand image and show the ability of brand value to represent the high status of the buyers. A company can deal at a high price for their product, which results in moderate or low bargaining power to customers. Because this industry works on providing a high standard quality product to their customer, they can charge based on brand value (Pongpeng, 2020).
Bargaining power of suppliers: In this industry type, Daimler's suppliers have moderate bargaining power. Daimler has a good power of negotiating in their supplier's contracts. They are considered a strategic advantage by the suppliers of raw materials and their parts as these vendors will not risk losing a contract with another firm. Suppliers also play an essential role in meeting their research and development demands of the company as Bosch as suppliers deals in Daimler's electronic and engineer needs. Here, the industry relates that the automobile industry can negotiate with suppliers (Sahaf, 2019).
The threat of substitute products: This automobile includes other means of transportation, such as public transport. The substitute product does not deal with the same luxury and convenience level as owning a personal vehicle. By moving to another transport mode, , can relates to lower cost. However, similarity and comfortableness will be the problem; substitute products company in this automotive industry are in large number that manufacturing and dealing with similar kind of vehicle segment. Daimler attains a competitive advantage for having luxury vehicle like Mercedes-Benz (Shaw, 2019). Because of branding, there is a mild chance of substitutes. 
Competitive rivalry: In this industry, competitive rivalry in an automobile is relatively high. Daimler faces intense competition with other automobile and vehicle manufacturers. Here, the automotive industry has to continuously work on their new design and modifications in vehicle models to understand competitors' strategies analysis. According to Trop, the company recently launched electric vehicles to compete with rival companies to cope with their change strategies. This strategy has clearly shown that Daimler's efforts to take a competitive edge on their rival, including the main competitors, are Volvo and Volkswagen. This company is also engaged in R&D and optimization of their trucks.
This industry relates to extended marketing, which relates to responding and fulfilling consumers' needs and preferences in the worldwide market and attaining organizational goals and motives. The marketing mix of this industry will define the strategies and working structure on which they are operating into the international market, so here 
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Product: This element refers to what the company is selling, including their features and advantages and benefits related to products, which are mentioned in this marketing mix element. Product manufactured by the company relates to high quality, considered with modern technology, and fulfils the need of their customers. The main objective of this industry is to provide a high standard quality product to its customer to satisfy their needs.
Place: Accessibility of products and service or amenities offered through the company must be available to their customers. The distribution needs to be prompt, which is like digital shopping. For instance, there is a need for a company to expand its number of assembly plants to meet the demand for automotive products.
Price: The pricing of the product and service needs to deliver on value for money experience to their users; this will be considered with an essential strategy that will going to represent the value to their customers and will allow the competitor to compete in the dynamic environment.
Promotion: campaigns relate to marketing comprises sales promotion, advertising, media marketing, public relations to attain brand value and product awareness. Mercedes Benz is a B2B organization that will concentrate on marketing its products globally by using modernized technologies (Pedrosa, 2019).
People: In this industry, the individual encompasses corporate culture, administration, personal and consumer support services of Mercedes Benz are considered to be critical entities of the company. Working in this Automobile industry relates to expert engineers having appropriate experience working in this industry.
Process: This company involves the process, which consists of services offered by the firm. It shows how the facilities are exploited. In the context of Mercedes-Benz, they distribute its product to their users with personalized customer support with service and messages (Singh, 2020).
Physical evidence: It consists of tangible things that indicate company logo and branding through its product and services to identify their customer without any misunderstanding about the product quickly. In the context of a company like Mercedes-Benz, they consist of a logo that indicates the branding and identification by this will be easy. They deal with many of their employees into service workshops and their car outlets that their customers identify. Because of their quality services to their customers, they also offer them merchandise products to purchase any car from there, which relates to the awareness of the people about company gifts.
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It has been concluded from the essay is that every organization needs to make sure about their competitors through analyze and determines the model of porter five forces. The organization has to develop a strategy based on specific marketing strategies. Company relates to the automotive industry needs to know about the market trends as they have a high threat from their competitors. Globalization will impact the organization through different market strategy by dealing in different cultural aspects across different countries. Changes occur in the organization due to global impact, leading to a change in their operations and pricing strategies. For one successful business like a Mercedes- Benz, it is essential to deal with different globalization impact and use different marketing tools they could establish on the market in the future.
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